Objective. In this article, we test whether emotions mediate the effect of international development appeals on cosmopolitanism and donation behavior. Methods. We design and conduct a lab experiment to test the impact of representations of global poverty on participants' cosmopolitan sentiments and their likelihood to donate to development charities. We use multiple mediation analysis to test the intervening role of six emotional responses-anger, guilt, solidarity, hope, repulsion, and pity-as causal pathways to our two outcomes of interest: cosmopolitanism and donations. Results. Hope is the most consistent and powerful pathway through which appeals affect respondents' sense of cosmopolitanism and willingness to donate. Negative imagery and text erode people's sense of hope, but drive donations, particularly via guilt. Conclusions. Our findings suggest we should move away from a mono-causal view of emotional responses to disaster and development imagery, and provide a cautionary tale for practitioners: using negative imagery can undermine the public's sense of hope and cosmopolitanism.
in how the tsunami was represented is a crucial first step to understanding the generation of solidarity and humanitarian action." A similar sequence of graphic representations and emotional responses can be observed across other international disasters: famine in Ethiopia (1983) , war in Syria (2013), earthquake in Haiti (2010) , the cyclone in Myanmar (2008) , or the collapse of the garments factory in Bangladesh (2013) . Each event, and its representation, triggers a set of emotional responses that shape understandings, attitudes, and behavioral responses.
But humanitarian disasters are not the only way, or even the most common way, that the public is introduced to the poverty and suffering of distant others. The public is frequently exposed to appeals from international development charities and nongovernmental organizations (NGOs) in newspapers, magazines, the Internet, and television. These appeals are no different than disaster appeals, insofar as they present poverty in a particular way-graphic and emotional-and seek to stimulate a behavioral response, such as donating money, signing a petition, or volunteering. The appeals are premised on the notion of a moral cosmopolitanism-that "every human being has a global stature as an ultimate unit of moral concern" (Pogge, 2002:169) . Moral cosmopolitanism is the view that we are all members of a global community and therefore have obligations to others regardless of their nationality.
In this article, we investigate the impact of emotional and frequently negative imagery used in framing and representing global poverty. We ask: Do emotions (and which ones) mediate the effect of international development appeals on cosmopolitanism and donations? We measure two outcomes of interest: (1) attitudinally, respondents' sense of cosmopolitanism and (2) behaviorally, respondents' propensity to donate. There are two competing claims in the literature: first, it is possible that extreme images of suffering create a "moral shock" and help capture public attention, forge solidarity, and stimulate a cosmopolitan sense of shared humanity (Jasper and Poulsen, 1995; Hutchison, 2014) ; and second, the same imagery dehumanizes and creates division between the sufferer and witness, ironically undermining a sense of shared humanity (Darnton and Kirk, 2011; Dogra, 2012; Chouliaraki, 2012) . Using a lab-based experimental design, we test whether cosmopolitan sentiments and actions can be triggered by development appeals using two paradigmatic representations of global poverty: (1) a more traditional, pity-based appeal we label individual victim and (2) an alternative, empathy-based appeal we label empowered community. We use multiple mediation analysis to explicitly test the intervening role of different emotional responses-anger, guilt, solidarity, hope, repulsion and pity.
Our contribution is twofold. First, we build on the emerging empirical, quantitative literature on cosmopolitanism, providing the first experimental evidence of the impact of representations on cosmopolitanism. Second, we theorize and empirically show the mediating role of different emotions. Our approach offers a dynamic account of how cosmopolitanism can be triggered and suppressed. Our results suggest that emotions do mediate responses to appeals. Hope emerges as the most consistent and powerful pathway through which the different appeals impact one's sense of cosmopolitanism and willingness to donate. Negative imagery and text in the pity appeal erode participants' sense of hope, but drive donations, particularly via guilt.
Development Appeals, Cosmopolitanism, and the Role of Emotions

Representations and Public Engagement
A body of literature on representations in development campaigning and in the media (Boltanski, 1999; Chouliaraki, 2012) has demonstrated the pervasiveness of negative imagery in development campaign appeals (Lissner, 1977; Plewes and Stuart, 2007) . Scholars have paid specific attention to the effect of race (Burman, 1994; Smith and Yanacopulos, 2004; Harrison, 2010) , the use of children (Lissner, 1977; Holland, 1992; Manzo, 2008; Dogra, 2012) , and the "othering" of those depicted (Lidchi, 1999; Smith and Yanacopulos, 2004; Harrison, 2010) . 1 Negative images, in the context of development appeals, tends to refer to the extensive use of shocking images of children-often African children-showing visible signs of poverty and suffering, with no broader context provided. Such imagery, referred to as "the pornography of poverty" (Plewes and Stuart, 2007) , is used "to induce emotions of pity and guilt on the part of potential donors through images and descriptions of material poverty and images of the helpless 'others' in the global South" (Cameron and Haansra, 2008:1476) . Negative appeals tend to reproduce a shallow sense of cosmopolitanism because they focus on the differences rather than the similarities between people in the developed and developing world, something Dogra (2012:22) has argued represents a dual logic of "difference" and "oneness." However, fewer studies have empirically examined the impact of such imagery.
This debate about the effects of negative representations matters because a parallel stream of literature has highlighted declining levels of public engagement with global poverty and links this to the way development organizations appeal to the public (Smillie, 1996; Darnton and Kirk, 2011) . Here, research has shown that development NGOs' campaign strategies-particularly their pity-based fundraising appeals-act as a catalyst in the decline in public interest in, and engagement with, issues of global poverty (Dogra, 2012; Darnton and Kirk, 2011; Sireau, 2009; Plewes and Stuart, 2007) . This stands in direct tension with the conventional fundraising wisdom that pity-based appeals are most effective when it comes to eliciting donations from the public. This is a live debate within the development sector, and many individual organizations have committed to changing practice, in addition to sector-wide codes of conduct on the use of images (CONCORD, 2006) .
Pity, Empathy, and the Cosmopolitan Impulse
International development efforts are premised on the notion of moral cosmopolitanism: the view that we are all members of a global community and so have moral obligations to individuals regardless of their nationality (Pogge, 2002) . Cosmopolitanism has been the subject of much attention in the normative political theory literature, particularly as it is linked to the issue of global justice and international development (Pogge, 2002; Beitz, 2005; Kleingeld, 2013) . There is also now an emerging empirical literature that explores the characteristics of individuals that tend to exhibit a "cosmopolitan disposition" or see themselves as global citizens (Pichler, 2008 (Pichler, , 2009 Skrbis, Kendall, and Woodward, 2004; Furia, 2005; Woodward, Skrbis, and Bean, 2008; Morais and Ogden, 2011; Lough and McBride, 2014; Reysen and Katzarska-Miller, 2013; Bayram, 2015) . One of the key insights from the sociological literature is that there are different dimensions of and/or approaches to cosmopolitanism (Vertovec and Cohen, 2002) ; for example, cosmopolitanism as a condition, as a worldview, as a political or institutional project, a set of attitudes or disposition, or as a set of competences. Morais and Ogden (2011) use factor analysis to identify three dimensions to global citizenship: (1) social responsibility, that is, a sense of global justice and empathy, (2) global competence, that is, ability to communicate across cultures and knowledge of the world, and (3) global civic engagement, that is, using voice, joining organizations, and activism. Our focus, similar to Morais and Ogden's dimensions 1 and 3, is on the moral dimension of cosmopolitanism: how individuals come to believe that they have moral obligations to individuals, regardless of their nationality, and how they act on them (Pogge, 2002; Anderson-Gold, 2001; Brock and Brighouse, 2005) .
Although cosmopolitanism is central to issues of global justice, it is not clear what triggers individuals to feel and act upon cosmopolitan sentiments. Individuals may not be motivated to assist distant others because they typically prioritize the well-being of their compatriots above that of distant strangers (Beitz, 1983; Miller, 2002; Erez, 2015) . But, in addition, many individuals may claim that global justice is important, or may hold tacitly cosmopolitan views, but do little to act upon those sentiments-the "motivational gap" or "motivational deficit" (Murphy, 2000; Lenard, 2010; Straehle, 2010; Miller, 2013) .
Political theorists have argued that one way the gap can be closed is through cultivating transnational empathy (Rorty, 1993; Nussbaum, 2000; Long, 2009; Woods, 2012) . Rorty (1993) has argued that it will not work on rational logic, but through sentimental, or emotional, mechanisms. Likewise, more generally, the problem of motivation has led to a renewed interest in the effect of emotions on behavior (Ekman, 1992) , and their role in actions to improve global justice specifically (Long, 2009; Woods, 2012) . However, little consensus exists on how emotions contribute to one's decision to assist others in need.
At least as far back as Rousseau, philosophers have identified various forms of pity as the primary emotion felt when confronted with another's suffering. Yet pity, Rousseau argues, has a dual nature. In Emile, he describes it as a "barren and cruel" emotion that creates a sense of difference between the self and the suffering other [1762] 1911:213) , while also noting that pity can prompt one to consider the plight of the other and to try and ease that suffering ([1762] 1911:183-85) . Drawing on the social-psychology literature, we call this latter form of pity "empathy" and retain the term "pity" for Rousseau's "barren and cruel" emotion (Batson and Ahmad, 2009 ). This distinction is made by Gerdes and Segal (2011:233) , who define pity as a "condescending, or contemptuous form of feeling sorry for someone," and empathy as "the psychological experience of feeling what another person is feeling and the cognitive processing of the experience."
NGO appeals based on pity frequently use dehumanizing images and text, which creates a schism between the viewer and the individuals portrayed. The effect of pity-based appeals is to generate a "depersonalized response to the suffering of depersonalized, abstracted others" (Naylor, 2011:184) . The characteristics of empathy represent values opposed to those of pity. For example, rather than engaging in dehumanization, or infrahumanization (Demoulin et al., 2004; Cortes et al., 2005; Castano and Giner-Sorolla, 2006) , empathy appeals attempt to identify human characteristics to which the public in the Global North can relate, often by showing simple scenes of daily life. The language used in empathy-based campaigns is more cohesive, and avoids the divisive "us" and "them" language of pity-based appeals (Dogra, 2012; Woods, 2012) . Furthermore, in empathy-based appeals, those in need are more likely to be given a voice, which contributes to the humanization of those in the Global South, unlike pity-based appeals featuring silent receivers of donations. We use this distinction to motivate the design of our experimental treatments (see X "Treatments" in Figure 1 ). 
Emotions as Mediators
The literature on cosmopolitanism provides much evidence on individual characteristics that tend to associate with a "cosmopolitan disposition." 2 Yet, as Reysen and KatzarskaMiller (2013) note, the existing literature is correlational, and they argue the next step should be to experimentally manipulate and try to trigger a sense of cosmopolitanism and associated behaviors. 3 The literature also emphasizes how emotional dispositions form "a crucial component of the cosmopolitan outlook" (Skrbis, Kendall, and Woodward, 2004:128) , noting the role of empathetic concern in increasing cosmopolitanism and anxiety in mitigating against cosmopolitanism (Beck, 2006; Woodward, Skrbis, and Bean, 2008; Reysen and Katzarska-Miller, 2013) .
Our argument, as summarized in Figure 1 , is that development appeals are motivational triggers, these appeals present a scenario and ask the viewer to respond; the response sought is, almost always, an emotional one (Hutchison, 2014; Lidchi, 1999; Plewes and Stewart, 2007; Tallon and McGregor, 2014) . As Mercer notes: "Emotion influences how and what one believes, it adds value to facts, and it captures a distinctive way of seeing situations" (2010:6; see also Damasio, 1994; Kinder and Sanders, 1990; Neuman et al., 2007; Hibbert et al., 2007) . Moreover, emotional responses are not limited to domestic, or more familiar policy domains: "psychological processes constitute and mediate much of the behavior located within the international sphere" (Head, 2016:172 , emphasis added; see also Bar-Tal, 2007; Kelman, 2007) . In contrast to an undifferentiated or unspecified treatment of "emotions," we take seriously the proposition that different emotions can trigger different psychological and behavioral responses (Solomon and Stone, 2002; Brader and Marcus, 2013) . As such, we follow the work of Gross and D'Ambrosio (2004) on the 1992 Los Angeles riots in measuring emotions discretely. They asked subjects whether they experienced anger, sympathy, disgust, pity, and fear while reading newspaper articles. We adapt their list, removing fear and adding hope and solidarity in line with our discussion of appeals above. 4 We mimic this causal pathway in our analysis, by measuring how emotions influence our outcome variables through a mediation process (see Z in Figure 1 ). We set out our design framework and theoretical expectations in the next section.
A Framework and Experimental Design for Understanding the Impact of Emotions
Drawing on available theory on representations, appeals, and emotions we can now more formally set out the logic of our argument and approach. Our argument is that in order to understand and address declining levels of public engagement with development, we must consider the role of emotions as mediators of individual engagement with development issues. We conceptualize this process, represented in Figure 1 , as Y is predicted by X, mediated by Z.
There is a long-standing debate about the impact of representations of the developing world in campaign literature and imagery on individuals' sense of cosmopolitanism and solidarity. The literature develops a sharp critique of the way in which the poor are represented in development appeals, arguing that the typically negative portrayal of the developing world undermines public interest and understanding of global poverty. We test this here by randomizing respondents to receive either a (1) pity-based, (2) empathy-based, or (3) baseline appeal by way of treatment (X). Because we are interested in when people feel a responsibility to help distant others and whether they choose to act on it, our outcomes of interest (Y) are: (1) a cosmopolitan sense of shared humanity and (2) the willingness to donate, as both one of the main ways that people in rich countries engage with international development and the means through which many NGOs fund their efforts.
Finally, while many have argued that the intervening mechanism is an emotional one, this has not been tested, nor is there any understanding of which specific emotions matter relative to one another. We test the claim that emotions (Z) play a crucial intervening role in how people respond to representations. We argue that different emotions provide distinct pathways from the treatments (development appeals) to the outcomes (donation behavior and cosmopolitan sentiments). Our expectations are, in the first step, that the pity-based appeal activates the emotions of guilt, repulsion, and pity, and the empathy-based appeal activates hope and solidarity. Anger, however, is more ambiguous, as the political psychology literature has noted (Brader and Marcus, 2013) . It could be experienced in one of two ways: (1) as anger at viewing the same sad images again and again and feeling emotionally blackmailed, or (2) as outrage at the living conditions experienced by the global poor. We return to this question of anger's ambiguity in our discussion of the results. In the second step, the emotions may then serve to impact a variety of possible attitudes and behaviors. Through multiple mediation analysis, we explicitly test for the fact that multiple emotions may be experienced at one time (Gullestad, 2007) .
Data and Estimation Strategy
Data for the project were generated using two lab-based experiments, the first at the University of Leeds (February 2014) , and the second at University College London (March . Undergraduate students were recruited across the universities' faculties/schools via EventBrite and email alerts. 5 Our sample was 250 participants (150 at Leeds, and 100 at UCL). Respondents were told the survey asked questions on general political attitudes, and asked a series of nonrelated questions before being shown one of the three appeals. We provide further information and report the descriptive statistics in Table 1 . The intervention, through random assignment, exposed respondents to one of three specially designed appeals to support poverty alleviation and development in poor countries (see Figure 2 and extended discussion in the Appendix). Drawing on the literature discussed above and our empirical examinations of appeals from development NGOs, we generated a set of unique characteristics for each appeal. Building upon the theoretical principles of pity and empathy, we construct our appeals to represent an "individual victim" and an "empowered community," respectively. The "individual victim" treatment reproduces a traditional appeal showing a poor and needy victim in need of salvation from a powerful donor; "poverty porn" or "flies in the eyes" images. The "empowered community" treatment reflects efforts by development NGOs to move away from such sensationalist imagery and portray people with dignity and within a wider context (van der Gaag and Nash, 1987; CONCORD, 2006) .
Whereas previous studies have examined either behavior or attitudes as outcome variables, we take a two-dimensional approach. The first outcome estimates the effect of the appeals on cosmopolitanism (an attitudinal measure), which taps into subjects' sense of connectedness, understanding, and similarity. We measured respondents' cosmopolitan sentiments through Path Diagram of the Cosmopolitan Model three questions asking students how "connected" they feel to those in other parts of the world, whether they can "understand" the lives of these individuals, and whether they believe they are "similar to" these individuals. Each item was measured on a 1-5 scale and then aggregated to form the latent measure cosmopolitan sentiment. 6 Our second outcome measure is likelihood to donate, a behavioral measure that uses a form of dictator game, where the participant was asked whether he or she wanted to donate to the charity named in the appeal (Kahneman, Knetsch, and Thaler, 1986; Engel, 2011) . Participants were given £15 in Amazon vouchers and were not told at the outset that they would be asked to donate some, none, or all of the vouchers to the Jaago Foundation.
We conduct multiple mediation analysis to test our hypothesis that emotions mediate an individual's response to development campaign advertising. Mediation analysis allows us to move away from only estimating average treatment effects and to quantify the effect of the mechanisms (Hicks and Tingley, 2011) . The mediation analysis works as a twostage model (Baron and Kenny, 1986) . In the first stage, we look for direct, significant effects of the treatment on the emotions individuals expressed. If an individual received the empowered community treatment, for example, we would expect her to report higher levels of hopefulness on our 1-5 scale. In the second stage of the model, we examine the subsequent, indirect effect of hope on our behavioral and relational outcome measures (Hicks and Tingley, 2011 ). Because we do not assume only one of our six emotions is activated when viewing a development appeal we use multiple mediation analysis to estimate the effects of all six emotions simultaneously (MacKinnon, 2008; Preacher and Hayes, 2008) . 7 In the following section we report our results using the labels shown in Figure 1 for each pathway. For example, a6 is the effect of the "individual victim" treatment on pity, b1 is the effect of pity on the outcome of interest, c2 is the direct (unmediated) effect of the empowered community treatment on the outcome of interest, and d4xb4 is the indirect effect of the individual victim appeal on cosmopolitanism via hope. 7 We report the main effects. However, the results are robust to the inclusion of a series of typical predictors of cosmopolitanism and donations. We ran the analysis with a range of covariates taken from the existing literature on donations, support for aid, and public engagement provide us with a set of likely covariates. These include sex, education, ethnicity, ideology, political engagement, religious beliefs, knowledge, and travel (Bayram, 2017; Henson and Lindstrom, 2013; Milner and Tingley, 2013; Paxton and Knack, 2012; Prather, 2011; vanHeerde and Hudson, 2010) . 
Results and Discussion
First, analyzing the effects of the treatments on the six emotions (X → Z), we find that three emotions are activated when viewing the appeals-solidarity, hope, and pity (see Figure 3) . When compared to the baseline treatment, the individual victim treatment significantly depresses hope (a4 path) and activates pity (a6 path). The empowered community treatment significantly increases one's sense of solidarity (d3 path), compared to the baseline. These results are in line with our expectations. We do not find significant effects of the treatments on anger, guilt, and repulsion. The strongest relationship that we find is the negative effect of the individual victim treatment on hope (a4 path estimate = −0.547). In terms of the effects of emotions on cosmopolitanism (Z → Y), the decomposed model shows that increases in feelings of anger, solidarity, and hope are positively correlated with increased cosmopolitan sentiments (paths b1, b3, and b4).
Putting the two halves of the model together suggests that the empowered community appeal increases feelings of solidarity, and that increased solidarity is positively related to cosmopolitanism. However, it is worth noting that the overall indirect effect falls just outside of the 0.10 confidence interval (d3 * b3 path; we report full results in Table 2 ). The indirect effect that is significant is the negative effect of the individual victim appeal on cosmopolitanism through hope (a4 * b4 path, p < 0.05). In other words, individual victim type appeals have unintended consequences-while they stimulate participants' feelings of pity as intended, they also undermine a sense of cosmopolitanism by suppressing feelings of hope.
Next we turn to our behavioral outcome of interest: donations (see Figure 4) . The first step of the model-the effects of the treatments on the mediators (X → Z)-is the same as in the cosmopolitanism model: the individual victim appeal reduces hope (a4 path) and increases pity (a6 path) and the empowered community appeal increases solidarity. However, the effects that these emotional mediators have on the likelihood to donate are different. We find two significant relationships between our mediators and likelihood to donate. Hope (b4 path) and guilt (b2 path, p < 0.1) are positively associated with propensity to donate (Z → Y). Again, as reported in Table 3 , the only overall indirect effect that is statistically significant at the 0.1 level is that the individual victim appeal reduces one's likelihood to donate through suppressing hope (a4 * b4 path, p < 0.1). In other words, when people see appeals using negative images, a decrease in hopefulness reduces their willingness to donate. When introducing our theoretical expectations we noted that participants may actually experience two different types of anger when being shown the individual victim appeal. Is it that individuals' anger represents annoyance at being asked to donate, or outrage at the state of the world? In other words, is anger aligned with pity or empathy? Our findings are revealing. Note that in the cosmopolitanism model we find a positive relationship between reported feelings of anger and one's sense of cosmopolitanism (b1 path in cosmopolitanism model). However, there is no significant relationship from anger to donations (b1 path in donation model). In other words, when participants report feelings of anger they also express a stronger sense of cosmopolitanism. We infer this to suggest that emotional anger expresses a feeling of outrage over perceived injustices rather than annoyance at being asked to donate.
With respect to the conventional wisdom around the effectiveness of negative imagery on donations, our results suggest that there may be more than one way to secure donations. Our findings suggest that we can, and should, move away from one-dimensional, pity-based approaches. Key here is the strong and consistently statistically significant effect that hope has on likelihood to donate, and also boosts cosmopolitanism. Furthermore, it is clear that the negative imagery and text in the individual victim appeal erodes participants' sense of hope. These findings have important and direct implications for NGOs and charities fundraising for international development efforts. The sector has long relied upon sad, pity-based images with considerable success in terms of fundraising. However, these results show that there is a tradeoff: using negative images may well bring in the money, but it kills hope that directly reduces people's sense of connection, understanding, and similarity to the distant others for whom NGOs are fundraising. Short-term fundraising success may come at the expense of deeper engagement with international development.
Conclusion
In this article, we ask whether emotions mediate the effect of international development appeals on cosmopolitanism and donations? Our findings show evidence that pity and empathy-based appeals generate different emotional responses-solidarity, hope, and pity-and these emotions influence both attitudinal and behavioral responses. We find that traditional pity-based appeals undermine cosmopolitan sentiments by suppressing respondents' feelings of hope, but that cosmopolitanism is also boosted when participants reported feelings of solidarity and anger. Moreover, pity-based appeals also undermine hope, which is a positive driver of the likelihood to donate.
We make three important contributions. First, almost all of the emerging empirical, quantitative literature on cosmopolitanism tends to rely on cross-sectional survey data and limits itself to associational analysis of the correlates of cosmopolitanism. In this article we have leveraged an experimental design to causally test the triggers of cosmopolitanism in both an attitudinal and behavioral sense. Second, we disaggregate the differential effects of particular emotions on cosmopolitanism, taking us beyond the blanket claim that there is an emotional and affective component to cosmopolitanism. Third, we show that the anger that individuals feel about seeing global poverty comes from a place of righteous anger about the state of the world as opposed to anger at feeling emotionally blackmailed to give money to a charity.
These findings have policy implications for development organizations. While development practitioners aim to reduce global poverty, the methods they use in doing so may be detrimental to that goal. In other words, conscious and strategic decisions to boost donations through graphic and negative emotional appeals have unintended consequences on interest and engagement with global development. This is important because NGO appeals are informed by, even if tacitly, a notion of cosmopolitanism, that is, a shared sense of humanity and responsibility. Although the extensive use of traditional pity-based appeals has worked for many years in attracting donors, the decline of public engagement with global poverty suggests that an alternative approach may be needed. Rather than rely on difference and dehumanization, NGOs may be better served by activating the emotions that both increase one's propensity to donate and the cosmopolitan sentiments necessary for longer-term engagement. The empathy-based alternative, which highlights an empowered community, increases one's sense of solidarity, without robbing people of hope-the most fundamental emotion in determining whether one will donate and whether one considers himself or herself a cosmopolitan.
Our results suggest that moving away from the dominant pity-based appeal is less risky than commonly assumed: we find no evidence that using an empathy-based appeal diminishes an individual's likelihood to donate. Moreover, a move to "empowered community" appeals may mitigate the negative consequences of the pity-based appeals. Not only does the empathy-based appeal not diminish donations-it increases cosmopolitanism-a potentially important component of deeper or long-term engagement.
This research provides a first step in understanding the mediating impact of emotions on development appeals. However, more work needs to be done. This is only one data point. Our analysis relies on a student sample, and one from the United Kingdom, which may pose threats to external validity. 8 Replicating our experiment with different samples through an embedded survey experiment or field experiment is an ideal next step. Additionally, though we asked participants about six different emotions, there may be others we did not consider, and they may affect long-and short-term engagement differently. We have investigated the role of these appeals on a respondent's likelihood to make an immediate donation. However, there may be different measures of donation behavior-that is, signing up for a standing order or direct debit, a common method of retaining donors-that are more interesting for future work. Finally, there are also other forms of engagement, such as likelihood to volunteer, sign a petition, or contact an elected representative, for which pity and empathy may work differently. These forms of engagement may have different emotional triggers and responses.
"Providing clean water in the developing world" and graphic focus attention on the benefits of clean water on health and well-being.
We compare our two appeals to the baseline group. We do not assume that the "factbased" appeal is a placebo, only that it provides a baseline from which to compare the effects of the two principle-based appeals. In constructing our treatments, we were guided by the findings from the psychological and economic literature on donations. For instance, detailed description about specific victims and people in need increases donations more than providing information about the breadth of a problem; the "identified" versus "statistical victim" (Kogut and Ritov, 2005; Small, Loewenstein, and Slovic, 2007) . 9 We sought to keep such frames consistent across all of treatments.
With permission, we used the name and logo of a small, but established, international charity, the Jaago Foundation, 10 to craft the three treatments. We pilot tested the appeals on a set of 60 undergraduate students at the University of Leeds. They were asked to rank a set of possible treatment pictures in terms of how much pity and solidarity the images aroused. We performed this preassessment to see whether the manipulation was a valid measure of the two principles, pity and empathy. We then chose two pictures: one that received the highest "pity" scores and one that received the highest "solidarity" scores to represent pity and empathy, respectively. These served as the basis for the appeals. 11 We used a randomized block design 12 to allocate respondents into one of three treatments based on their response to the following question: "Thinking about helping others less fortunate than ourselves, to what extent do you think we should prioritize children in the United Kingdom or children in poor countries?" 13 The randomized block design allows us to create homogenous groups-in this case based on respondents' relative priorities on helping children at home versus poor countries-before randomly assigning the treatments. The effect is to reduce the overall level of variance in the data and better estimate the treatment effects.
